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^  ^ugj^^^    ^      y^s  we  are  all  aware, 

there  are  only  823,697 
of  us  who  live  in 
Montana.  Last  year, 
more  than  eight  times 
that  number  of  people 
came  to  Montana  as 
visitors.  They  came  to 
enjoy  our  state's  natural 
beauty,  its  wildlife  and  its  wonderfully  warm 
and  caring  people.  These  visitor  numbers 
clearly  demonstrate  the  significance  of  tourism 
in  Montana  and  the  success  of  our  public-and 
private-sector  promotions. 

As  we  look  to  the  future,  careful,  thoughtful 
planning  is  required  to  protect  that  which 
makes  Montana  so  attractive.  We  need  to 
develop  our  important  cultural  and  historical 
resources,  and  we  need  to  do  this  in  a  way 
which  adds  to  the  quality  of  life  enjoyed  by 
Montanans  and  our  visitors.  That's  a  key  to 
continuing  the  success  of  our  important 
tourism  industry. 

1  am  pleased  to  note  that  the  Montana  tourism 
industry  and  our  Montana  Department  of 
Commerce  are  involved  in  this  necessary 
planning  and  implementation  of  these  plans. 
I  support  these  efforts  and  I  am  confident  that 
Montana's  future  will  be  brighter  because  of 
them. 


Marc  Racicot 
Governor 


Ll 


iVlontana's  tourism 
industry  has  been  the 
bright  spot  in  the  state's 
economy  for  the  last 
four  to  five  years.  Its 
growth,  about  37%  in 
temis  of  direct  visitor 
expenditures  from  1988 
to  1992,  is  significant 
and  a  welcome  addition  to  Montana's  economic 
mix.  This  is  the  type  of  economic  diversification 
Montana  needs  and  that  the  Racicot  administra- 
tion is  working  to  achieve. 

It  is  important  for  us  to  recognize  that  tourism  is 
a  highly  competitive  international  industry. 
We  are  not  just  competing  with  our  neighbor 
states;  we  are  competing  with  the  world. 
Montana's  advantage  in  this  market  is  not  just  its 
magnificent  scenery  and  unique  quality  of  life, 
but  the  effective  partnership  between  state 
government  and  the  private  sector.  That  is  a 
partnership  the  Montana  Department  of  Com- 
merce is  committed  to  strengthening  and  making 
even  more  effective  for  the  benefit  of  Montanans 
and  Montana's  economy. 

^^ 

Jon  Noel,  Director 

Montana  Department  of  Conunerce 
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^^^^d^H^^^^I       1  his  document  outlines  the  strategies  and  effoits  of  Travel  Montana  for  fiscal 
P^^^^^^^^^^      Near  1994  (July  1993-lune  1994).  We  hope  this  guide  will  provide  you  with 
V  ^^H      ''"  Lincierstanding  cjf  our  program  goals  and  orientation.  This  is  the  first 

^  ^^         ^^^     marketing  plan  since  adoption  of  our  five-year  strategic  plan  for  tlie  travel  and 
^^    "^  tourism  industry.  We  recognize  tlie  importance  and  impact  of  tourism  promo- 

tion and  development  in  Montana,  and  hope  that  through  our  effoits  and  the 
cooperation  of  tourism  regions.  Convention  and  Visitors  Bureaus,  chambers  of 
commerce  and  numerous  other  organizations,  we  can  create  a  positive 
environment  for  tourism's  growth  in  Montana. 

In  this  year's  plan  we  intend  to  improve  upon  existing  programs,  as  well  as  implement  some  new 
ones.  For  the  first  time,  we  will  become  directly  involved  in  community'  tourism  assessment  and 
development.  We  will  revise  some  of  our  major  consumer  fulfillment  pieces  and  look  at  new  ways  to 
adverti.se  and  market  Montana  to  the  potential  visitor.  We  will  be  improving  our  telemarketing,  com- 
puter and  fulfillment  capabilities  to  provide  the  finest  service  of  any  state  in  the  nation. 

Our  goal  in  this  and  future  years  is  not  simply  to  pTOWOte  tourism,  liut  to  develop  Xo\-\\\s\w  in  Montana. 
Our  mission  is  quite  clear:  to  promote  Montana  for  the  economic  benefit  of  all  our  citizens.  We  have  a 
responsibility  to  our  generation  and  fuaire  generations  to  promote  Montana  in  a  way  that  preserves 
our  rich  natural,  culmral  and  historical  resources.  We  gladly  accept  the  challenges  that  lie  before  us, 
lTecau.se  by  meeting  and  dealing  w  ith  them  in  a  positi\e,  intelligent  manner  we  can  ensure  tliat  tlie 
"Last  Best  Place"  remains  just  that  in  \ears  to  come. 


h 


Matthew  T.  Cohn 
Director  of  Tourism 
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Tourism 

Advisory 

Council 


Vw  Montana  Tourism  Adrison'  Council  CTAC)  ivas  created  hy  statute  in 
July  of  1987,  as  a  result  of  the  inception  of  the  Montana  lodging  tax.  The 
Council  is  composed  of  no  fewer  than  12  members  from  Montana 's 
private-sector  travel  indust)y.  with  representation  including  each  of 
Montana's  sLx  tourism  regions  and.  as  mandated  by  law,  a  ivpresentalive 
of  Montana's  Indian  tribes.  Members  of  the  Council  are  appointed  by  the 
governor  and  serve  staggered  three-year  terms,  subject  to  replacement  at 
the  discretion  of  the  governor. 

A  chairperson  and  a  vice  chairperson  are  elected,  or  re-elected,  by  the 
Council  during  the  first  meeting  of  each  fiscal  year  ivhich  starts  on  July  1. 
Members  must  have  served  on  the  Council  for  at  least  one  year  to  be 
eligible  for  election  to  these  posts.  The  Council  usually  meets  on  a 
quarterly  basis  and/or  as  needed. 


The  duties  of  the  Council  are  as  follows: 

•  Advise  the  governor  on  matters  which  relate 
to  travel  and  tourism  in  Montana. 

•  Set  policies  and  guide  the  efforts  of  Travel 
Montana,  Department  of  Commerce. 

•  Oversee  distribution  of  funds  and  set 
guidelines  for  nonprofit  regional  tourism 
corporations  and  nonprofit  convention  and 
visitors  bureaus. 

Tourism  Advisory  Council  Members 

Henry  Gehl,  Chair  (S)-i) 
Park  Inn 
211  East  Main 
Lewistown.  MT  59457 
538-8721  •  538-8969  (tax) 

Maureen  Averill,  Vice  Chair  (95) 
Flathead  Lake  Lodge 
P.O.  Box  248 
Bigfork,  MT  59911 
837-4391  •  837-6977  (fax) 

Terry  Abelin  (94) 
Bridger  Bowl  Ski  Area 
15795  Bridger  Canyon  Rd. 
Bozeman,  MT  59715 
587-2111  •  587-2111  (fax) 

Thelma  Baker  (96) 

Thunderbird  Motel 

1009  E.  Broadway 

Missoula,  MT   59801 

543-7251  •  543-7251  (fax) 
Diane  Brandt  (95) 

Sam's  Supper  Club 

307  Klein  Avenue 

Gla,sgow,  MT  59230 

228-i6li 

Arnold  "Smoke"  Elser  (96) 
Wilderness  Outfitters 
3800  Rattlesnake  Drive 

Missoula.  MT  59802 
549-2820 


Prescribe  allowable  administrative  expenses 
for  which  accommodations  tax  proceeds  may 
be  used  by  nonprofit  regional  tourism 
corporations  and  nonprofit  convention  and 
visitors  bureaus. 

Direct  the  university'  system's  travel  research 
and  apprcne  all  projects  prior  to  their  lieing 
imdertaken. 


Peggy  Guthrie  (96) 

Ralston  Gap  Cattle  Company 
P.O.  Box  541 
Choteau,  MT  59422 
466-2083  •   466-5401  (fax) 

Ken  Hickel  (95) 

Best  Western  Ponderosa  Inn 
P.O.  Box  1791 
Billings.  MT   59101 
259-5511  •  245-8004  (fax) 

Tom  Jolinson  (96) 
Village  Red  Lion  Inn 
100  Madison 
Missoula.  MT  59802 
728-3100  •  728-2530  (fax) 

Herb  Leuprecht  (94) 

Best  Western  Butte  Plaza  Inn 
2900  Harrison  Avenue 
Bune,  MT  59701 
494-3500  •  494-7611  (fax) 

Edythe  McCleary  (95) 
Custer  Country 
Route  1,  Box  1206A 
Hardin,  MT  59034 
665-1671  .  665-1671  (fax) 

Larry  McRae  (96) 

Best  Western  Outlaw  Inn 
1701  Highway  93  South 
Kali-spell,  MT  59901 
755-6100  •  756-8994  (fax) 


Barbara  Moe  (94) 

Anderson-Elerding  Travel 
P.O.  Box  2185 
Great  Falls,  MT  59403 
761-0700  •  727-4221  (f.\x) 

Lisa  Perry  (95) 
Northwest  Airlines 
Billings  International  Airport 
Billings.  MT  59105 
248-4705  •  245-9336  (f.ax) 

Art  Peterson  (94) 
KOA,  Inc. 
P.O.  Box  30558 
Billings.  MT  59114 

248-7444  •  248-7414  (f.ax) 

Velda  Shelby  (94) 
Confederated  Salish 
and  Kootenai  Tribes 
P.O.  Box  278 
Pablo,  MT  59855 
675-2700  •  675-2806  (fax) 


Numbers  to  the  right  of  each  name  indicate  the  year  in  which  the  council  member's  term  expires  on  July  I. 
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Til 'en  ty-Ju'e  percent  of  .\h>nt(nui's  state  tourism  budget  is  legislatively 
allocated  to  15  certified  organizations.  'Ihese  otganizations  aiv private, 
nonprofit  coiporations  that  market  sfxxifc  n'gions  and  cities  within  the 
state.  Under  the  direction  and  guidance  of  the  Tourism  Advisory  Council, 
these  oiganizations  submit  annual  marketing  plans  which  seek  to  both 
increase  visitation  and  visitors'  lengths  of  stay.  Marketing  plans  for  each 
of  the  tourism  oiganizations  arv  on  /lie  at  'Travel  .Montana. 


Certified 

Tourism 

Organizations 


Glacier  Country 


*    Russell  Country 


Missouri  River  Country 


Custer  Country 


Gold 
West  Country 


Country 


Convention  and  VLsitors  Bureaus 
-  Bold  Lines  Denote  Tourism  Regions 
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Tourism  Regions 

Custer  Country 

Gail  Price,  President 

P.O.  Box  1625 
Miles  City.  MT   99301 
232-4995 
Edythe  McCIeary,  Exec.  Director 

Route  1.  Box  1206A 
Hardin,  MT  59034 
665-1671  •  665-1671  (fax) 

Glacier  Country 

Eric  Heyn,  President 

P.O.  Box  242 
Eureka,  MT  59917 
296-2S36  •  296-2588  (K.\x) 

Joan  Gentri,  Exec.  Director 

945  4th  Ave.  E.,  Suite  B 
Kali.spell,  MT  59901 
756-7128  •  756-1575  (f.vx) 


Gold  West  Country 

John  Claypool,  President 

P.O.  Box  988 
Ennis,  MT  59729 
682-4933  •  682-4883  (fax) 
Gail  Jones 

1 155  Main  Street 

Deer  Lodge.  MT   59722 

846-1943  •  846-1943  (fax) 


Russell  Country 

Webb  Brown,  President 

P.O.  Box  818 
Lewistown.  MT  59457 
538-5436  •  538-2801  (fax) 
Gayle  Fisher 

P.O.  Box  3166 

Great  Falls,  MT  59403 

761-5036  •  761-5085  (f,vx) 


Missouri  River  Country        Yellowstone  Country 


Jeanne  French,  President 

101  Hawkeye 
Plent>'wood,  MT  59254 
7(i5-ll(M  •  7(iV1Km  (f.w) 
Shirley  Legg,  Secretary 

P.O.  Box  1064 
Malta,  MT  59538 
654-2234 


Convention  &  Visitors  Bureaus 


Billings 


Polly  Stebbins,  CVC  Director 

P.O.  Box  31177 
Billings,  MT  59107 
245-4111  •  245-7333  (h- AN) 
E.  "Butch"  Ott,  Chamber  President 

P.O.  Box  31  r~ 
Billings,  MT   59107 
245-4111  •  245-7333  (fax) 

Bozeman 

Heather  Logan,  CVB  Coordinator 

P.O.  Box  B 
Bozeman,  MT  59715 
586-5421  •  586-8286  (I  A\) 

Darla  Joyner,  Chamber  Exec.  V.P. 

P.O.  Box  B 
Bozeman,  MT  59715 
586-5421  •  586-8286  (fax) 

Butte/Silver  Bow 

Ms.  Eddie  Steward,  Admin.  Asst. 

2950  Harri.son  Avenue 
Butte.  MT  59701 
494-5595  .  494-5188  ( I. \x) 

Connie  Kenney,  Chamber  Exec.  V.P. 

2950  Harri.son  Avenue 
Butte,  MT  59701 
494-5595  •  494-5188  (fax) 


Great  Falls 

Mike  Labriola,  CVB  Exec.  V.P. 

P.O.  Box  2127 

Great  Falls,  MT  59403 

761-4434  •  761-6129  (f.\x) 

Helena 

Ms.  Rorie  Hanrahan,  CVB  Manager 

201  East  Lyndale 
Helena,  MT  59601 
442-4121  •  449-5631  (f.ax) 
David  Hemion,  Chamber  Exec.  Dir. 

201  East  Lyndale 
Helena,  MT   59601 
442-4121  •  449-5631  (fax) 


Kalispell 


CVA  Director 

Flathead  CVA 
15  Depot  Park 
Kalispell.  MT   59901 
^56-9091  •  257-2500  (F.\x) 
Nick  Haren,  Chamber  Exec.  Dir. 
15  Depot  Park 
Kalispell,  MT  59901 
752-6166  •  752-7161  (f.\x) 


Ms.  Daryl  Todd,  President 

P.O.  Box  1369 

Big  Timber,  MT   59011 

932-4447  •  932-5139  1f.\x) 
Gail  Montgomery,  Secretary/Treas. 

P.O.  Box  810 

Gardiner,  MT  59030 

848-7474 
Margaret  Karas,  Recording  Sec. 

P.O.  Box  110" 

Red  Lodge,  MT   59068 

446-1005 


Missoula 

Diane  Zimmerman,  CVB  Manner 

P.O.  Box  7577 
Missoula,  MT   59807 
543-6623  •  543-6625  (fax) 
Michael  Jaworsky,  Chamber  Exec.  V.P. 

P.O.  Box  -5~ 
Missoula,  MT  59807 
543-6623  •  543-6625  (fa.\) 

West  Yellowstone 

Viki  Eggers,  CVB  Exec.  Director 

P.O.  Box  458 

West  Yellowstone,  MT  59758 

(il(i-"01 

Pete  Donau,  Chamber  President 

P.O.  Box  458 

West  Yellowstone,  MT   59758 

646-7701 


WJnteJtsh 


JoAnn  Cate,  Chamber  Exec.  Dir. 

P.O.  Box  1120 
Wliitefish,  MT  59937 
862-3501 
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Our  suite's  cininuitic  tourism  <>n)U'th  shice  1988  is  directly  tied  to  the 
Moutaua  Legislatuw's  civcitioii.  in  1987.  of  a  cleclicated  accommodcitio)is 
tax.  Montana  funds  its  traivl  and  tourism  marketing  pmgrams  solely 
from  this  source,  with  no  dollars  from  the  general  fund.  We  existence 
of  this  funding,  am/  the  raluahle  pnimotional  ejforis  it  has  allowed,  aiv 
essential  to  maintaining  and  incn^asing  tourism  groirtb  into  tbefutuiv. 
with  widespread  economic  bentfits  to  all  Montanans. 


Tourism 
Funding 


Projected  Lodging  Tax  Revenues  FY  94 $7,576,498 

State  Parks  Operations/Maintenance  -  6.5% ($492,472) 

Department  of  Revenue  -  3%  (Tax  collection  &  return  of  tax  paid  by  state  employees) ($227,295) 

University  System  -  2.5'^/o  (Tourism  ant!  Recreation  Research) ($189,412) 

Historical  Society  -  1%  (Historical  Sites  and  Signage) ($75,765) 

Available  for  Department  of  Commerce  -  87%  (Regions/CVBs  and  Travel  Montana) $6,591 ,553 

Department  of  Commerce  Projected  FY  94  Budget 

Regions/CVBs  (25%) $1,647,883 

Travel  Montana  (75%) $4,943,650 

Travel  Montana  Projected  FY  94  Budget 

Funds  available  from  Accommodations  Tax $4,943,650 

Income  from  ad  sales,  co-op  projects,  training,  etc $355,784 

Legislatively  mandated  support  for  international  trade  program ($165,000) 

Total  Funds  Available $5,134,434 


How  Travel  Montana  Funds  Are  Spent 

Tourism  Development  {2.2%) 

Publicity  (2.5%) 

Visitor  Information 
Centers  (2.8% 


Industry  Services  (3.2% 

Group  Travel 
&  Conventions  (3.3%, 

Overseas 
Marketing  (3.3% 

General 
Administration  (4.9%), 


Film  Industry 
Promotion  (5  8%) 
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INDUSTRIES 
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AGENCY 


CONSUMER 
MARKETING 


OVERSEAS 
MARKETING 


GROUP  TRAVEL 
&  CONVENTIONS 


I  PUBLICITY  I  I   PUBLICATIONS 


T 


Nancy  Korizek 


Ram  Gosink  MaryEtta  Sodja     Victor  Bjornberg     Donnie  Sexton 

I 


Marlee  Iverson 


ADVERTISING 
AGENCY 


JAPAN  OFFICE 
TAIWAN  OFFICE 
EUROPEAN  REP. 


PUBLISHING 
FIRM 
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Tmivl  Montana  'a  constinicr  marketing  program  is  designed  to  position 
Montana's  vacation  oppomoiities  in  the  minds  of  consumers,  ensuring 
that  Montana  trill  /x'  consideivd  (L<  a  racation  destination.   WL'^piiipose  is 
attained  thnnigh  the  use  ofseivral  means  of  paid  adieiHsing,  often 
combined  with  other  state  traivl  offices  and  the  private  sector  of  Montana. 
Instate  public  senice  announcements  an'  also  widely  used. 
All  adix'rtising  is  targeted  toward  consumers  whom  marketing  studies  and 
e.xperience  baiv  shown  to  Ix'  most  likely  to  rLsit  Montana,  people  who 
either  life  within  a  certain  geographic  area  and  fit  a  certain  demographic 
profile,  or  hair  special  inten'.'its  that  draw  them  to  Montana,  or  both. 
Consumers  who  hoiv  res[xmded  to  past  adiv)1ising  will  also  be  identified 
and  taigeted.  Data  base  marketing  methods  will  Ijc  used  to  capitalize  on 
existing  consumer  names  through  a  direct  marketing  campaign. 
A  new  HUO  number.  "]-6'(X)- VISIT  MT. "  will  Ix  used  to  achieve gtvater 
recognition  of  Montana  in  the  adivnising,  and  make  it  easier  for  the 
consumer  to  identify. 


Consumer 
Marketing 


Fall  Marketing  -  1993 

The  primary  objective  of  this  "off-season" 
marketing  effort  is  to  broaden  the  Montana 
tourism  season  by  building  an  image  of  Montana 
as  a  prime  fall  vacation  destination,  by  targeting 
DA'o  main  audiences:  1)  people  who  are  likely  to 
take  longer  trips  outside  of  the  summer  season, 
namely  the  "empt>'  nesters"  and  RV  travelers;  2) 
the  family  vacationers  who  tend  to  take  more 
vacations  of  shorter  duration. 

Television  Advertising 

The  fall  television  spot  created  for  the  1992/93 
season  and  modeled  after  the  new  "Montana 
Sings"  summer  spots,  will  be  used  again  and 
seen  in  the  nearby  markets  of  Regina.  Spokane. 
Nonh  Dakota  and  South  Dakota  in  July  and 
August  1993.   The  30-second  format  will  include 
versions  featuring  participating  tourism  regions 
and  Travel  Montana's  800  number. 

Magazine  Advertising 

The  two-thirds-page,  four-color  ad  is  designed  to 
highlight  those  elements  that  appeal  to  potential 
fall  tra\elers.  These  will  be  insened  in  a  \ariety 
of  targeted  magazines,  including  National 
Geographic  Traveler.  Traivl  &  Leisure,  Mature 
Outlook.  Touring  America.  McCalls.  Backpacker, 
Countryside  and  Traiel  Holiday. 

Winter  Marketing  -  1993/94 

The  primary^  purpose  of  Travel  Montana's  winter 
achertising  program  is  to  create  and  enhance  an 
image  of  Montana  as  a  prime  winter  sports  vaca- 


tion destination,  with  uncrowded  conditicjns, 
friendly  people,  comfortable  accommodations, 
sensible  prices  and  a  balanced,  back-to-basics 
skiing  experience. 

Primary  target  audiences  are  nonresident  alpine 
skiers,  nordic  skiers  and  snowmobilers,  ages 
25-45,  in  the  middle  to  upper  income  range. 
Older  adults  with  children  are  key  targets  for 
extended  ski  vacations. 

Downhill  Ski  Co-op  - 1993/94 

This  multifaceted  marketing  program  is  a  joint 
venture  among  Tra\el  Montana,  the  Montana 
ski  areas  and  participating  tourism  regions. 

Elements  of  the  campaign  include  magazine 
advertising,  network  and  cable  television  and 
ski  reports.  The  Invite-A-Friend  This  'Winter 
program  (in  which  Montanans  request  that  a 
letter  of  invitation  and  tra\-el  packet  be  sent  to 
their  friends  by  the  governor)  and  the  Montana 
Road  Sho\\-  ( in  which  participating  ski  areas 
host  promotional  educational  receptions  in  key 
target  markets)  are  also  important  parts  of  this 
cooperative  effort. 

New  advertising  creative  will  be  developed  for 
the  1993/94  season  for  all  media,  based  on  the 
theme  "Simply  Better  Skiing,"  with  an  emphasis 
on  famih'  ski  vacations,  llie  existing  Invite- 
A-Friend  This  "^■'inter  creative  will  be  used 
again —  downhill,  cross-country  skiing  and 
snowmobiling  are  featured. 
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■  To  maximize  the  marketing  effort,  advertising 
dollars  will  target  national  ski  publications  such 
as  Ski,  Skii)ig  and  Snow Coinitiydnd  will  be 
designed  to  reach  larger,  broader  markets,  as 
well  as  the  nearby  markets  to  serve  all  levels  of 
ski  services  offered  in  the  state.  Canadian 
publications  will  be  used  to  i-each  the  important 
Canadian  winter  market. 

Cross-country  Ski  Advertising  - 1993/94 

This  campaign  is  designed  to  reach  cross- 
country skiing  enthusiasts  who  travel  in  pursuit 
of  the  sport.  The  ad  creative  will  be  based  on 
tlie  new  downhill  ad  creative.  Vertical  publica- 
tions will  be  used  in  combination  with  a  tar- 
geted publicity  campaign.  Inquiries  will  be 
tracked  through  the  use  of  an  extension  number 
adjacent  to  Travel  Montana's  800  number — 
"1-800-VISIT  MT." 

Snowmobiling  Advertising  - 1993/94 

This  campaign  is  targeted  toward  out-of-state 
snowmobile  enthusiasts  who  travel  in  pursuit  of 
the  sport.  Ad  creative  will  be  based  on  the 
downhill  and  cross-country  ad  creative  to 
heighten  the  recognition  of  Montana's  winter 
opportunities.  Vertical  publications  will  be  used 
in  combination  with  a  targeted  publicity  cam- 
paign. Inquiries  will  be  tracked  through  the  use 
of  an  extension  number  adjacent  to  Travel 
Montana's  800  number— 'T-800-"VISIT  MT." 

Spring  &  Summer  Marketing 

The  purpose  of  Montana's  spring/summer 
advertising  is  to  create  and  enhance  an  image  of 
Montana  as  a  prime  vacation  destination  in  both 
seasons,  offering  spectacLilar  scenery,  a  pristine 
environment,  historical  and  cultural  attractions, 
premier  national  parks,  watchable  wildlife,  a 
variety  of  outdoor  activities  for  both  individuals 
and  families,  and  an  uncrowded  and  relaxing 
environment.  Additionally,  the  goal  of  the  ad 
creative  is  to  express  the  "Montana  Mystique," 
the  Montana  experience. 

Target  audiences  will  vary  widely,  from  mass  to 
highly  vertical,  depending  upon  the  audience 
segmentation  appropriate  to  the  medium  used. 


Generally,  target  spring  and  summer  audiences 
fall  into  two  groups: 

•  Active  adventure  seekers  who  participate  in 
cuitdoor  activities  such  as  fly  fishing,\\hite- 
water  floating/rafting,  backpacking,  horseback 
riding,  golfing  and  other  outdoor  pursuits. 

•Travelers  who  enjoy  sightseeing,  including 
driving  through  spectacular  scenery,  visiting 
national  parks  and  historical  sites,  and  seeing 
other  natural  and  commercial  attractions. 

Major  Market  Television 
Advertising  - 1994 

The  "Montana  Sings"  ad,  which  first  aired  in  the 
spring  of  1992  will  be  used  again.  The  spot 
includes  footage  that  encompasses  a  broad  range 
of  Montana  scenics.  The  Helena  YoLith  Choir 
perfomis  this  most  recent  version  of  "Montana 
Sings,"  and  Kenneth  Ryan  of  the  Fon  Peck 
Indian  Reservation  perfomis  the  voice-over. 

The  spot  will  target  the  following  established 
markets:  Washington,  Utah,  Colorado,  Minne- 
sota, South  Dakota,  Alberta,  Saskatchewan, 
FcMtland  and  San  Francisco,  with  expansion  to 
new  markets  and  cable  (special  interest  program- 
ming) pending  budget  availability.  Average  GRPs 
of  1,250  in  each  market. 

The  campaign  will  consist  of  five-week  flights 
in  each  market,  with  all  markets  ainning  mid- 
March  through  mid-May. 

Development  for  a  new  spot  to  be  aired  in 
spring  of  1995  will  begin.  Initial  planning  and 
limited  work  will  begin  in  FY  94  and  be  com- 
pleted in  FY  95. 

Magazine  Advertising  - 1994 

The  magazine  campaign  will  utilize  the  1993  ad 
creative  including  tv^o  half-page,  double-tnick, 
four-color  ads,   two  one-tliird-page,  four-color 
ads  and  four  vertical  one-sixth-page  black-and- 
white  ads.  Four-color  ads  will  be  seen  in  each 
magazine  category  Travel  Montana  utilizes 
(i.e.  travel,  RV/drive  market,  maaire  market. 
ad\  enture  .seeker,  photographer,  sportsman, 
hi.storical  and  country  life-style). 
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The  travel  offices  of  Montana  and  Wyoming  will 
continue  to  increase  exposure  and  maximize 
athcrtising  budgets  through  the  Montana/ 
Wyoming  cooperati\e  campaign.  New  ad 
creative  featuring  Glacier,  Yellowstone  and 
Grand  Tetcin  national  parks  will  be  developed. 

Flans  are  being  developed  to  create  an  ad  tiiat 
can  be  used  to  encourage  visitors  to  "stay  an 
extra  day"  in  the  state.  This  ad  would  primarily 
be  used  in  conjunction  with  Trail  of  the  Great 
Bear,  or  to  higiilight  attractions  in  eastern 
Montana. 

Invite -A-Friend  to  Montana 

This  year-round  program  encourages  Montan- 
ans  to  invite  their  out-of-state  friends  and 
relatives  to  vacation  in  Montana,  while  remind- 
ing them  of  the  vacation  opportunities  available 
in  the  state.  The  campaign  will  be  prc^noted 
instate  on  a  public  service  basis  through  the  use 
of  television,  radio,  newspapers,  outdoor  boards 
and  reply  coupons.  Friends  and  relatives  of 
participants,  as  well  as  participants  themselves, 
receive  a  letter  from  the  governor  and  a 
Montana  Vacation  Planning  Kit. 

Evaluation  Mechanisms 

Numerous  mechanisms  are  used  to  measure  the 
effectiveness  of  Montana's  advertising  efforts, 
including  image  research,  creative  testing, 
conversion  studies  and  ongoing  analysis  of 
inquiries  generated  tiirough  advertising.  Conver- 
sion studies  are  periodically  undertaken  to 
measure  actual  visitation  as  a  result  of  the 
ad\ertising.  The  studies  measure  effectiveness 
of  various  advertising  media,  origin  of  travelers, 
demographic  information  of  visitors,  etc.  Travel 
Montana  maintains  complete  records  of  all 
travel  requests,  including  specifics  related  to  the 
date  of  request,  origin  of  the  inquiry  and  the 
operator  who  handled  each  request.  Detailed 
breakdowns  of  phone,  written  and  television 
inquiries  are  used  to  evaluate  the  effectiveness 
of  the  specific  advertising  media  and  track  cost 
efficiency/  pertbnnance  of  ads. 
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Consumer 
Services 


Consumer  senici's  perfomu'd  hy  Travel  Montana  have  a  dual  purpose: 
1 )  toproiide  consiimeis  with  much-needed  travel  planning  assistance, 
and  2)  to  produce  and  maintain  accurate  statistical  data  for  the  evalua- 
tion of  the  division's  advertising  efforts. 


Travel  Counseling  and  Inquiry 
Processing 

Once  awareness  of  Montana  as  a  vacation 
destination  has  been  created  or  the  consumer  has 
made  the  decision  to  travel  in  Montana,  it  is 
important  to  provide  accurate  and  timely  vacation 
planning  infomiation.  In  order  to  process 
approximately  450,000  requests  by  phone  and 
mail  annually,  Travel  Montana  contracts  with 
telemarketing  and  fulfillment  businesses.  In 
addition,  miscellaneous  calls  are  received  at  the 
Travel  Montana  office. 

Travel  Montana  owns  and  maintains  a  computer 
system  and  12  phone  lines  which  have  been 
installed  at  the  telemarketing  center  at  Montana 
State  Prison  in  Deer  Lodge.  The  telemarketing 
center  is  staffed  8  a.m.  to  5  p.m.,  five  days  a 
week,  with  liours  extended  during  spring 
television  campaigns.  Voice  mail  is  available  at 
all  times  operators  are  not  available. 

In  an  effort  to  improve  telemarketing  services, 
the  toll-free  number  "1-800- VISIT  MT"  has  been 
obtained.  This  eliminates  confusion  from  quickly 
reading  a  numerical  number  and  is  considerably 
easier  to  remember  for  later  use  or  referral. 

Travel  Montana  sets  the  program  guidelines  and 
procedures  and  monitors  all  aspects  of  the  opera- 
tion. In  the  coming  year,  Travel  Montana  will 
revise,  update  and  standardize  training  manuals 
and  procedures  and  coordinate  policies  between 
Travel  Montana  .staff,  operators  at  Montana  State 
Prison  and  state/ccMrammity  visitor  intcjmiation 
centers.  This  infomiation  will  be  available  to 
interested  chambers  and  oilier  entities  as  well. 


All  travel  coimselors  at  both  sites  are  expected 
to  accurately  and  quickly  enter  names  of 
inquirers  and  be  knowledgeable  of  travel 
amenities  which  are  available  statewide.  At  the 
same  time  operators  recognize  their  role  as 
customer  service  specialists  and  respond  to 
specific  questions  as  needed. 

Inquiry  Fulfillment 

Once  phone  and  mail  requests  are  entered  by 
operators,  labels  or  Invite-A-Friend  letters  are 
produced  and  mailed  within  three  working 
days.  Standard  packets  are  sorted  for  bulk 
mailing,  packaged  and  mailed  by  saidents  of  a 
training  program  for  the  developmentally 
disabled.  Requests  that  require  extra  material  or 
special  handling  are  prepared  at  the  Travel 
Montana  site. 

In  addition  to  nonresident  inquirv'  fulfillment. 
Travel  Montana  undertakes  a  spring  liulk 
distribution  of  the  major  travel  publications  to 
instate  sites  most  frequented  by  travelers.  The 
spring  distribution  is  completed  under  a  con- 
tract awarded  through  a  bid  process  and  is 
designed  to  reduce  the  costs  of  bulk  requests 
throughout  the  year.  Weekly  bulk  requests  are 
also  processed  and  shipped. 

In  the  coming  year,  computer  and  labeling 
equipment  will  be  evaluated  and  replaced  as 
necessary  to  provide  greater  accuracy,  speed 
and  cost  savings  in  processing  both  bulk  and 
individual  requests.  New  programming  at  this 
time  will  also  enhance  the  data  captured  for  the 
use  of  evaluation  of  consumer  adv  ertising. 


12    Travel  Montana  •  Department  of  Commerce 


Traivl  Montana  is  represented  at  up  to  three  consumer  sport  shows, 
nine  to  10  days  each,  with  market  selection  complementing  magazine 
and/or  television  advertising. 


Participation  is  expected  to  include: 

•  Anaheim  Sports  &  RV  Show 

•  Northwest  Sportshow,  Minneapolis 

•  To  be  determined,  probably  in  a  midwestem 
state 

This  program  allows  staff  to  provide  persuasive, 
on-site  counseling  to  potential  travelers.  Two 
booth  areas  are  rented  at  each  show  to  pro\'ide 
adequate  space  to  attractiveh'  display  and 
distribute  regional  and  state  brochures. 
Montana's  effectiveness  at  these  shows  is 
heightened  tfirough  staff  support  from  the 
Department  of  Fish.  Wildlife  &  Parks  and 
regional  representatives  who  provide  unbiased 
statewide  information. 

Evaluation  Mechanisnus 

In  alternating  years,  a  limited  number  of  partici- 
pants are  selected  at  random  for  an  in-hou,se 
survey.   Data  is  gathered  on  visitation  patterns 
—  when  visiting,  return  visit,  length  of  stay, 
purpose  of  trip,  planning  influenced  by  show 
staff. 

Shows  are  evaluated  based  on  floor  location, 
number  of  requests  for  travel  literature,  interest 
and  knowledge  from  the  audience  on  Montana, 
as  well  as  demographics  of  the  audience. 


Consumer 
Exhibiting 
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Consumer 
Publications 


Publications  plav  c4n  impoilaut  part  in  the  vacation  planning  process  of 
tnirelcis.  as  often  a  potential  risilor  makes  the  choice  between  Montana 
or  another  vacation  destination.  Accurate  information  must  he  provided 
in  a  dynamic  and  reader-friendly  fonnat  that  portrays  the  variety  of 
recreational  oppoiiunities.  attractions,  accommodations  and  travel- 
related  services  available  in  Montana. 


1993-94  Montana  Winter  Guide 

A  40-page,  four-color,  glossy  magazine  featuring 
Montana's  winter  activities.  Tlie  publication 
includes  specific  infonnation  about  downhill 
and  nordic  resorts,  lodging  listings  for  downhill 
areas,  events,  activities  and  information  on  how 
to  get  to  Montana.   Major  airlines  with  service 
to  Montana  are  partners  in  this  effort.  ( Print 
100,000;  available  August  1993). 

1994  Montana  Vacation  Guide 

A  48-page,  four-color,  glossy  magazine  tliat 
conveys  high-quality  images  of  Montana, 
organizing  the  infonnation  by  region  to  include 
history,  attractions  and  activities  that  help  route 
visitors  through  the  state.  The  publication 
includes  images  and  infomiation  on  wildlife  and 
state  parks,  as  well  as  a  pull-out  highway  map. 
(Print  650,000;  available  January  1994). 

1994  Montana  Travel  Planner 

This  96-page  guide  will  combine  the  cuirent 
Recreation  Guide  and  the  Lodging  Guide.  This 
comprehensive  directory  includes  listings  of 
hotels/motels,  bed  &  breakfasts,  guest  ranches, 
resoits,  hostels  and  hot  springs,  public  and 
private  campgrounds  and  outfitters  and  guides. 
This  promotional  piece  will  sport  a  four-color 
cover  with  one  or  two  colors  inside.  (Print 
600,000-650,000;  available  January  1994). 


1993-94  Montana  Highway  Map 

A  large  four-color  piece  folded  to  6"  x  9"  which 
provides  travelers  with  a  detailed  map  and 
mileage  chart  on  one  side  and  vacation  informa- 
tion, organized  by  tourism  regions,  on  the  back 
side.  (Print  800,000;  available  year-round). 

1993-94  Montana 
Snowmobiling  Guide 

A  32-page,  four-color,  glossy  magazine  convey- 
ing a  high-quality  image  of  Montana  as  a  snow- 
mobiling and  winter  destination.  Organized  by 
tourism  regions  to  cross-market  other  winter 
activities,  events  and  attractions,  the  guide 
includes  information  about  trail  systems,  trip 
planning,  lodging  and  services,  along  with 
detailed  maps.  Tliis  is  a  cooperati\'e  project  with 
the  Montana  Department  of  Fish,  Wildlife  & 
Parks,  LISDA  Forest  Service,  Bureau  of  Liind 
Management  and  Montana  Snowmobile  Asso- 
ciation. (Print  70,000;  currently  available). 

Montana  Calendar  of  Events 

A  two-fold,  one-color  brochure  which  details 
Montana's  main  tourism-oriented  events  and 
celebrations. 

1993-94  Winter  Calendar 

(Octc:)ber-March) 

(Print  90,000;  available  August  1993). 

1994  Summer  Calendar 

(April-September) 

(Print  210,000;  available  Febniai-y  1994). 
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1993-94  Montana  Fishing  Guide 

Tliis  16-page,  four-color  glossy  guide  was 
produced  in  ccx)peration  with  the  Department 
of  Fish,  \\  ildlite  cS:  Parks.  Detailed  niajis.  along 
with  charts  detailing  the  types  of  fish  found  in 
various  Montana  waters  are  included  in  tlie 
guide.  (Print  100,000:  currently  available). 

Montana  Indian  Reservations 
Brochure 

This  three-fold,  12"xl8",  four-color  brochure 
ser\es  as  a  visitors'  guide  to  the  se\'en  Indian 
re.servations  and  1 1  tribes  in  Montana.  The 
brochure  includes  a  brief  description  of  each 
reservation,  along  with  a  calendar  of  events. 
(Print  150,000;  currently  available). 

Lewis  and  Clark  Trail  Guide 

This  guide  is  in  the  initial  stages  of  develop- 
ment. The  purpose  is  to  provide  a  visitors' 
educational  guide  to  the  historical  trail  as  it 
pertains  to  Montana.  The  guide  may  include  an 
overview  of  attractions  in  the  communities 
which  are  part  of  the  trail.  Maximum  size — 16 
pages,  four-color.  (Print  an  estimated  100,000; 
available  Summer  1994). 

Montana  Facts  Sheet 

This  two-fold,  one-color  8  1,  2"  x  14"  brochure 
is  designed  as  an  educational  piece.  This 
cc^ntinuously  updated  sheet  is  used  to  provide 
Montana  facts  to  libraries,  schools  and  children. 
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U.S.  and 
Canadian 
Publicity 


Piiblicitv  is  one  of  the  most  helievahle  and  effcxtit'e  types  of  exposure  a 
travel  destination  can  get.  'I'raivl  Mo)itana  utilizes  an  aggressive  plan  to 
generate  editorial  exposure  in  national  magazines,  television  shows,  and 
regional  and  local  publications.  Key  travel  and  news  media,  both 
broadcast  and  print,  will  be  taigeted  for  editorial  coverage  of  Montana  in 
1993/94. 


Publicity  Campaigns 

Publicity  campaigns  are  cooixiinated  efforts  to 
promote  a  Montana  event,  attraction  or  season 
to  the  national  and  international  media.  Over  the 
next  year,  the  publicity  office  will  be  working 
closely  with  the  consumer  marketing  program  to 
tie  Travel  Montana's  publicity  efforts  more  closely 
with  the  agency's  advertising  campaigns.  The 
goal  of  this  effort  is  to  accentuate  the  effective- 
ness of  Travel  Montana's  consumer  advertising 
and  to  ensure  that  infomiation  about  Montana  is 
presented  to  those  consumers  who  v,ill  make  the 
most  use  of  it.  In  addition,  publicity  efforts  will 
focus  on  promoting  Montana's  less-traveled  areas 
as  well  as  the  fall,  winter  and  spring  tourism 
seasons. 

Writer  Familiarization  Trips 

Writer  familiarization  (fam)  trips  are  hosted  trips 
to  the  state  of  Montana  for  carefully  selected 
writers  who  are  on  assignment  to  gather  story 
information.  Travel  Montana  encourages  the 
regional  tourism  organizations  to  participate  in 
writer  fam  projects.  Travel  Montana  selects 
appropriate  publications,  makes  the  contacts 
and  provides  assistance  in  developing  itineraries. 
The  fam  is  then  ho.sted  by  the  regional  organiza- 
tion. 

Publicity  Assistance 

Once  interest  is  generated  among  writers  and 
editors,  Travel  Montana  works  with  the  state's 
travel  and  tourism  industry  to  offer  assistance 
with  airfares,  lodging,  guides,  meals  and  the 
transportatic:)n  needed  for  the  media  to  complete 
their  Montana  publicity.  Travel  Montana  also 


serves  as  an  infonnation  resource  for  travel 
writers  and  others  reporting  on  Montana.  It 
offers  the  media  access  to  color  slides,  black- 
and-white  photos  and  stock  video  footage. 
These  types  of  publicity'  assistance  were  pro- 
vided to  over  100  publications  and  broadcast 
outlets  in  1992,  resulting  in  over  $5  million 
worth  of  publicity  for  Montana. 

Video  Production  and 
Distribution 

Travel  Montana  has  just  completed  a  new  10- 
minute  video,  "Nature's  Song,"  which  offers  a 
synopsis  of  the  state's  travel  opportunities  in 
each  of  the  six  tourism  regions.  This  video, 
along  with  three  previously  produced  programs, 
will  be  distributed  on  a  consumer  request  basis 
and  provided  at  cost.  In  the  coming  year,  the 
publicity  office  will  work  with  Montana's  video 
producers  to  increase  the  agency's  video  library 
and  footage  available  for  media  promotions  of 
Montana.  The  office  will  also  update  the  exist- 
ing video  footage  libraty  and  make  it  more 
useful  to  the  media  and  video  producers. 

Video  News  Releases 

Video  News  Releases  (VTMRs)  are  two-to  three- 
minute  news  segments  which  are  pre-produced 
and  tlien  distributed  by  satellite  and  tape  to 
news  directors  at  approximately  750  indepen- 
dent stations  across  the  coimtry.   A  tyjiical  \TslR 
is  seen  by  approximately  five  to  15  million 
households.  Travel  Montana  will  use  VTMRs  as 
appropriate  for  travel  stories  of  national  interest 
or  to  counteract  negative  publicity  regarding 
travel  opportunities  in  Montana. 
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Quarterly  Newsletter 

UntoUi  Stuty  U'cuis  f)x)m  Montana  is  mailed  to 
approximately  650  editors,  writers  and  produc- 
ers. The  newsletter  offers  brief,  tactual  stoiy 
ideas  and  provides  a  quarterly  reminder  to  the 
media  that  Montana  has  a  wide  range  of  sub- 
jects to  cover. 

Calendar  of  Events 

Media  calendars  of  events  listing  dates,  contact 
people  and  a  short  de.scription  of  each  event 
are  distributed  to  writers,  editors  and  producers 
in  .sea.sonal  press  kits  and  on  an  as-needed 
basis.  These  calendars  differ  from  the  ones 
produced  for  distribution  to  consumers  because 
of  the  special  needs  of  tlie  media,  such  as 
longer  lead  time  and  greater  descriptive  detail. 

Keeping  in  Touch 

Regular  mailings  provide  continued  contact 
with  important  media,  allow  them  to  update 
their  background  infomiation  files,  spark  new 
story  ideas  and  keep  Travel  Montana's  media 
lists  current.  These  mailings  will  include  two 
press  kits  (vacation  or  winter  guide,  media 
calendar  of  e\ents  and  appropriate  issues  of 
Untold  Story  Leads  from  Montana)  and  addi- 
tional information  as  needed. 

Old  West  TraU  Co-op 

Montana,  as  a  member,  has  shifted  the  empha- 
sis of  its  marketing  to  promote  publicity  efforts 
in  the  Old  West  Trail  states  of  Montana, 
Nebraska,  Nortli  Dakota,  Soutli  Dakota  and 
Wyoming.  The  marketing  strategy  will  include 
public  relation  campaigns  utilizing  print  and 
elearonic  mediums,  and  production  of  themed 
publications. 

Evaluation  Mechanisms 

Each  year,  research  is  done  to  estimate  the 
dollar  value  of  publicity'  generated  as  a  result  of 
these  programs.  Each  publicity'  item  is  "valued" 
as  the  cost  for  a  similar  amount  of  advertising 
space  in  the  same  medium.  In  calculating 
comparable  publicity  amounts,  we  differentiate 
iTetvseen  "assisted"  and  "unassisted"  publicity'. 
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Overseas 
Marketing 


Travel  Montana  ag^ressh'ely  promotes  Montana  as  a  destination  to  the 
International  travel  trade,  with  emphasis  oti  the  United  Kingdom, 
Cennany.  Japan  and  Taiwan.   The  program  involves  working  with  key 
lour  operators,  wholesaleiy  and  travel  agencies  to  establish  new  Montana 
itineraries  for  groups  and  ITTs  (individuals ),  while  assisting  Montana 
businesses  in  their  marketing  efforts  overseas. 

This  is  accomplished  by  representation  at  key  international  travel  trade 
shows,  familiarization  toiDS,  cooperative  advertising  ventures  with  other 
states  in  the  region,  brochure  and  video  distribution  and  ongoing 
personal  contact  with  targeted  tour  operators,  wholesalers  and  travel 
agents. 


Western  Europe 

The  European  marketing  program  includes  use 
of  the  services  of  specialized  travel  representa- 
tives, on  a  contractual  basis,  in  cooperation 
with  the  states  of  Wyoming,  South  Dakota 
and  Idaho.   Primary  markets  are  the  United 
Kingdom  and  Gemiany. 

Under  the  Rocky  Mountain  International  banner 
of  "The  Real  America,"  Montana  continues  to 
see  tremendous  success  from  collective  market- 
ing efforts.  Tlie  four  states  will  participate  jointly 
in  World  Travel  Market  (London),  International 
Tourism  Exchange  (Berlin)  and  Pow  Wow 
Europe  (Hamburg). 

Familiarization  tcAirs  for  trade  and  media 
representatives,  as  well  as  trade  missions,  are 
also  important  components  of  the  Rocky 
Mountain  International  program. 

Pacific  Rim 

Trade  office  representatives  in  Kumamoto, 
Japan  and  Taipei,  Taiwan  market  Montana's 
travel-related  products  and  services  to  the  travel 
trade  in  their  respective  countries  under  close 
direction  from  Travel  Montana.  Their  responsi- 
bilities include  contact  with  wholesalers,  tour 
operators  and  travel  agents  to  create  demand 
for  Montana's  travel-related  products  and 
services.  This  objective  is  achieved  thrcuigh 
distribution  of  travel  materials,  organization  of 
familiarization  trips,  translation  of  Montana 
literature,  travel  trade  show  participation  and 
sales  calls. 


Trade  Missions 

A  "Reverse  European  Mission"  will  be  conduaed  in 
June  of  1994.  A  minimum  of  twenty  Europeiin  tour 
operators  will  be  invited  to  travel  to  the  Rocky 
Mountiiin  International  states  of  Montana,  Soutli 
Dakota,  Wyoming  and  Idaho,  spending  approxi- 
mately two  days  in  each  state.  The  operators  will 
have  a  prearranged  itinerary  consisting  of  work- 
■shops,  business  appointments  with  local  suppliers 
and  "fam"  tour  activities. 

Tlie  annual  trade  inission  to  Japan,  fomieriy  con- 
dueled  with  tlie  states  of  Utah  and  Wyoming  its  part 
of  the  Highway  '89  program,  will  be  replaced  with 
sales  calls  to  selected  West  Coast  tour  wholesalers. 
Coasideration  will  he  given  to  attending  a  travel 
show  in  Japan,  or  one  in  Taiwan. 

Trade  Shows 

Visiliiliry  at  the  key  international  travel  trade 
shows  allows  Montana  to  make  contact  with 
wholesalers  and  operators,  and  provides  the 
opportunity  to  follow-up  on  new  and  existing 
projects  and  ideas.  Travel  Montana  delegates 
are  sometimes  joined  by  private-sector  partici- 
pants. In  addition  to  those  that  are  previously 
noted,  shows  scheduled  for  1993/94  are  Huddle 
West  (San  Diego)  and  Pow  Wow  USA  (Miami). 
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Overseas  Marketing  Workshop 

To  assist  Montana  businesses  interested  in 
becoming  in\ol\ed  in  o\'erseas  marketing  or 
increasing  their  share  of  cnerseas  visitors, 
another  in-depth  seminar  is  planned  for  August 
1993-  The  main  emphasis  will  lie  on  how  to 
most  effectively  sell  Montana,  work  with  the 
overseas  travel  market  and  successfulK"  host 
international  visitors.  The  workshop  will  count 
on  participation  by  experts  in  the  field  from 
state,  regional  and  national  levels. 

Familiarization  Tours 

With  the  assistance  of  Montana  travel  industry 
members,  "fam"  tours  will  be  conducted  to 
provide  firsthand  knowledge  for  prospective 
tour  operators.   B)'  experiencing  Montana, 
operators  can  better  understand  the  mechanics 
of  designing  new  itineraries  in  the  state.  "Tam" 
tours  will  also  be  held  for  carefully  selected 
travel  journalists,  with  the  intended  result  of 
generating  positive  travel  articles  in  foreign 
publications. 

Other  Promotional  Activities 

Follow  ing  the  unprecedented  success  of  the 
recent  "City  Slickers"  promotion  in  the  United 
Kingdom  and  Japan,  Montana  will  continue  to 
pursLie  development  of  similar  oppommities. 
By  developing  promotional  partnerships  with 
the  distributors  of  American  films  and  videos 
that  feature  the  types  of  vacation  and  recre- 
ational opportunities  found  in  the  region, 
consumer  awareness  of  the  state's  destination 
potential  is  increased. 

"A  River  Runs  Through  It"  promotion  is 
planned  for  the  summer  and  fall  of  1993,  both 
in  Europe  and  in  the  Pacific  Rim. 

Promotional  aaivities  will  also  include  the 
distribution  of  promotional  publications  and 
videos,  in  foreign  languages  when  possible; 
and  the  development  of  other  innovative 
promotional  projects. 


Direct  Mail  Campaign 

This  specialized  direct  mail  program  will 
provide  current  tour  planning  material  to  tour 
operators,  as  well  as  follow-up  to  contacts 
initiated  during  trade  shows.  This  program  also 
establishes  and  maintains  a  professional  rapport 
with  overseas  group  and  FIT  travel  planners.  In 
addition,  Montana  Magazine  is  mailed  through- 
out the  year  to  selected  international  tour 
operators  who  also  receive  The  Montana 
Calendar  each  year. 

Evaluation  Mechanisms 

Montana's  visibility  in  overseas  markets  is 
measured  by  tracking  the  number  of  Montana 
tourism  itineraries  which  have  been  added  or 
expanded  by  international  operators/wholesal- 
ers, the  interest  level  of  consumers  and  trade 
representatives  in  overseas  target  markets  and 
by  monitoring  changes  in  travel  expenditures  of 
overseas  visits  (USTTA  and  ITRR). 
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U.S.  and 
Canadian 
Group  Travel  i 


Montana 's  domestic  gmup  tour  program  is  designed  to  promote 
Montana 's  many  group  tour  and  travel  opportunities  by  marketing 
directly  to  group  tour  operators  throughout  the  United  States  and  Canada. 
Montana  is  promoted  as  a  tour  destination,  as  well  as  a  viable 
stopover  on  tour  itineraries.  The  program  promotes  all  seasons  in 
Montana  and  encompasses  activities  from  sightseeing  to  river  rafting  to 
skiing. 


Familiarization  Tours 

Familiarization  tours  will  be  conducted  to 
provide  personal,  firsthand  site  inspections  for 
prospective  group  tour  operators  and  ski  and 
snowmobile  group  leaders.   By  experiencing 
Montana,  tour  operators  can  better  under- 
stand the  mechanics  of  designing  new  itineraries 
in  Montana. 

Keeping  In  Touch 

This  specialized  direct  mail  program  will  provide 
current  tour  planning  material,  as  well  as  estab- 
lish and  maintain  a  professional  rapport  with 
group  travel  planners  throughout  the  United 
States  and  Canada. 

Calendar 

Three-hundred-fifty  selected  group  tour  opera- 
tors will  receive  The  Montana  Calendar.  Feaair- 
ing  many  aspects  of  the  state,  the  calendar  will 
communicate  a  positive  image  of  Montana  as  a 
.scenic  tour  destination. 

Montana  Magazine 

This  bimontlily  magazine  will  be  sent  to  150 
targeted  group  tour  operators.   With  new  tour 
attractic:)ns  featured  in  each  issue,  this  direct  mail 
effort  is  designed  to  inform  and  educate  group 
tour  operators. 

Travel  Trade  Events 

By  attending  select  travel  shows  and  conven- 
tions, contacts  can  be  made  with  prospective 
group  tour  operators  and  new  and  expanded 
Montana  itineraries  can  be  di.scussecl  and 


promoted.   Selected  tour  operator  consumer 
shows  will  also  be  attended  by  Travel  Montana 
to  enhance  and  support  sales  of  existing 
Montana  tours  packaged  by  qualified  tour 
operators. 

National  Tour  Association  (NTA) 

Travel  Montana  will  attend  both  the  annual 
marketplace  and  convention  in  Atlantic  City 
in  November  of  1993  and  the  Spring  Exchange 
in  Memphis  in  April  of  1994.  Two  Travel 
Montana  representatives  will  attend  the  fail 
marketplace  and  one  will  attend  the  spring 
meeting. 

American  Bus  Association  (ABA) 

One  representative  from  Travel  Montana  will 
attend  the  annual  marketplace  and  convention, 
scheduled  for  early  December  in  Montreal. 

Ski  the  West  Fest 

Travel  Montana  will  send  one  delegate  to  this 
travel  agent  show  sponsored  by  Delta  Air  Lines. 
Scheduled  for  late  September,  this  show  will 
once  again  be  in  Salt  Lake  City. 

Sales  Blitzes 

Personal  sales  calls  will  lie  made  to  selected 
group  tour  operators.   This  effort  will  assist  in 
tlie  development  of  new  and  expanded  Montana 
tour  programs,  as  well  as  establish  and  maintain 
Montana's  presence  in  key  markets.  These  sales 
calls  will  be  timed,  wherever  possible,  in  con- 
junction with  Travel  Montana  media  advertising 
and/or  participation  at  consumer  and  trade 
shows. 
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Group  Travel  Workshop 

This  seminar  workshop  is  planned  for  members 
of  the  Montana  tra\el  industry-  who  are  inter- 
ested in  working  with  the  group  tra\el  industry. 
The  seminar  will  focus  on  effective  techniques 
for  development  of  group  tours. 

Advertising  &  Marketing 

specific  projects  will  be  undertaken  to  heighten 
consumer  awareness  of  Montana,  as  well  as 
awareness  of  group  tour  operators  in  the  United 
States  and  Canada.   Planned  projects  include  a 
Montana  entertainment  set  at  a  visible  fimction 
during  the  annual  convention  of  NTA,  timely 
insertions  in  travel  trade  publications  and 
cooperati\'e  ad\ertising  projects  with  the  private 
sector. 

Courier  Magazine 

A  trade  magazine  of  the  National  Tour  A.sscxria- 
tion.  this  publication  is  distributed  free  of  charge 
to  some  500  NTA  group  tour  operator  members 
and  to  approximately  3,000  tour  supplier  mem- 
bers. This  will  be  a  cooperatively-funded 
project  with  the  tourism  industry'  of  Montana. 

Destinations  Magazine 

Similar  to  Courier.  Destomtioiis  magazine  is  a 
travel  trade  publication  distributed  to  both  group 
tt)ur  operators  and  tour  suppliers.  This  project 
will  also  be  a  cooperatively-funded  effort  with 
the  tourism  industry  of  Montana. 

National  Tour  Association  Function 

Travel  Montana,  in  cooperation  with  Montana's 
tra\el  industry',  will  provide  entertainment 
during  the  "Taste  of  North  America "  function 
during  the  fail  NTA  Convention  in  Atlantic  City. 
The  flinaion  will  be  attended  by  approximately 
3,500  tourism  professionals. 

Promotional  Posters 

Travel  Montana  will  work  to  increase  coasumer 
awareness  through  distribution  of  promotional 
posters.   Distribution  channels  will  include  tra\el 
agencies,  group  tour  offices  and  conventions 
and  meetings. 


Image  Brochures /"Tour  Shells 

Creating  and  distributing  image  brochures  will 
be  an  additional  method  u.sed  by  Travel 
Montana  to  increase  consumer  awareness. 
Distribution  channels  will  be  the  same  as  those 
used  for  the  promotional  posters.  Distribution 
of  tour  shells  will  help  operators  sell  specific 
Montana  itineraries. 

Press  Releases 

rra\el  Montana  \\ ill  prepare  and  distribute 
several  press  releases  over  the  course  of  the 
year  to  keep  Montana  visible  in  travel  trade 
publications. 

Group  Tour  Planning  Guide 

The  Montana  Group  Tour  Planning  Guide  is 
designed  to  be  an  "all-in-one"  tour  planning 
reference,  '^''ith  listings  of  attractions,  events, 
hotels  and  restaurants,  the  guide  encompasses 
the  points  of  interest  for  the  tour  planner 
designing  a  Montana  itinerary'. 

Evaluation  Mechanisms 

The  number  of  group  tours  traveling  in  and 
through  Montana  is  tracked  by  permits  issued 
by  the  Montana  Department  of  Highways. 
Additionally,  group  travel  promotional  efforts 
are  evaluated  through  personal  contacts  and 
meetings  with  key  tour  operators  at  national 
conventions. 


Travel  Montana  •  Department  of  Commerce    21 


Convention 
Promotion 


Montana  is  fast  hecoming  a  keyck'stiiiation  consideration  for  conrention 
and  meeting  planners  nationividc.   TofuHher  strengthen  Montana 's 
image  among  these  decision  makers,  Travel  Montana  is  continuing  to 
expand  its  convention  marketing  effotls. 

A  comprehensive  program  for  the  promotion  of  meetings  and  conventions 
has  been  designed  in  cooperation  with  the  Monta)ia  Innkeepers  Associa- 
tion, and  with  input  from  Convention  &  Visitors  Bureaus. 
In  1992.  Travel  Montana  expanded  its  convention  marketing  efforls  with 
a  two-tier  direct  mail  campaign.  "Meet  Me  i)i  Montana,  "a  brochure  with 
reply  card,  was  mailed  to  8,500  meeting  planners  nationwide.  The 
returned  reply  cards  were  fulfilled  with  a  Meeting  Planner's  Guide.  199.^'s 
coiwention  prognun  will  include  an  advertising  campaign  and  the 
continuation  of  the  Invite-A-Convention  program. 


Advertising  Campaign 

In  order  to  fuitlier  increase  awareness  of 
Montana  as  a  desirable  location  for  meetings, 
conventions  and  seminars,  Travel  Montana  will 
undertake  a  magazine  advertising  campaign  for 
1993/94.  Tliis  campaign  will  be   in  cooperation 
with  the  Convention  &  Visitors  Bureaus  in  the 
state. 

Target  Audience 

Tliis  campaign  will  specifically  target  individuals 
who  influence  or  make  decisions  about  the 
location  of  meetings,  seminars  and/or  conven- 
tions for  associations,  corporations  and  other 
organizations. 

Media  Strategy 

The  selection  of  the  media  is  based  on  those 
publications  with  high  readership  among  the 
various  target  audiences,  and/or  which  have  a 
specific  regional  or  editorial  focus  that  relates 
well  to  Montana's  position  as  a  meeting  location. 
In  addition,  publications  with  bonus  distribution 
during  related  convention/trade  shows  are 
included. 

FulfiUment 

All  inquiries  from  the  advertisements  will  be 
fulfilled  with  a  Montana  Meeting  Planner's 
Guide.  Those  leads  will  then  be  distributed  on  a 
regular  basis  to  the  participating  Convention  & 
Visitors  Bureaus. 


Invite-A-Convention 

This  campaign  is  promoted  instate  through 
letters  from  the  governor  to  state  employees, 
Montana  corporations,  agencies  and  associa- 
tions. The  letter  is  aimed  at  encouraging  em- 
ployees of  those  organizations  to  bid  conven- 
tions when  they  travel  or  attend  conferences. 
Additionally,  the  program  encourages  them  to 
contact  Travel  Montana  for  a  "Convention  Kit," 
containing  tips  on  bidding  and  planning  a 
convention,  as  well  as  a  Meeting  Planner-'s 
Guide  listing  convention  and  meeting  facilities 
statewide. 

Another  aspect  of  this  campaign  is  a  letter  from 
the  governor,  along  with  a  Vacation  Planning 
Kit,  encouraging  association  members  to  attend 
conventions  scheduled  to  take  place  in  Montana 
and  inviting  potential  participants  to  extend 
their  stays  in  Montana  in  conjunction  with  their 
conventions.  This  portion  of  the  campaign  is  a 
joint  venture  between  Travel  Montana  and  tlie 
CVB,  region  or  convention  planner. 

Evaluation  Mechanisms 

Travel  Montana  tracks  the  number  of  incjuiries 
received  from  the  advertising  campaign  as  a 
measurement  of  the  level  of  interest  in  Montana 
as  a  convention  de.stination.  Distribution  of  all 
Invite-A-Convention  packets  will  be  tracked  as 
well. 
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VC'ith  the  incrvctsing  awareness  and  popularity  a/Montana  as  a  Iratvl 
destination,  it  is  necessan'  to assiitv  that  traivlers an- seniccci in  a 
manner  that  makes  them  want  to  return  again  and  to  speak  highly  of 
their  Montana  vacation  experience  to  friends  and  relatiivs. 
Traiel  Montana  s  industry  services  are  also  aimed  at  sup/xtrling 
nonprofit  tourism  organizations  in  marketing  efforts.  In  addition, 
private-sector  businesses pariicipate  in  pr-ograms  designed  to  increase 
business,  including  marketing  semiruus  ami  opjHjrIunities  to  network 
uith  tourism  entities. 


Industry 
Services 


Disbursement  of  Funds  to 
Certified  Tourism 
Organizations 

The  Lodging  Tax  Law  specifies  that  approxi- 
mately 25  percent  of  the  accommodations  tax 
proceeds  to  the  Department  of  Commerce  will 
be  returned  on  a  prorated  basis  to  sL\  tourism 
regions  and  nine  qualifying  cities  (as  shown  on 
page  6)  for  their  promotion  as  a  tra\  el  destina- 
tion or  mo\ie  filming  location. 

Typical  projects  undertaken  by  these  tourism 
organizations  include  brochures,  travel  guides, 
television  advertising,  full-color  and  directory 
print  ads,  convention  marketing  and  consumer 
and  trade  show  exhibiting.  Travel  Montana's 
resf)onsibilities  include: 

•  Review  of  each  project  proposal  to  ensure 
compliance  with  Tourism  Advisor)'  Council 
(TAG)  guidelines  and  the  law. 

•Presentation  of  regional/CVB  marketing  plans 
and  projects  to  Tourism  Advisory  Council  for 
approval.   (A.ssi.stance  in  development  is 
available  for  tourism  organizations  kon\ 
Travel  Montana  if  desired.) 

•Annual  audits  of  tourism  organizations. 

•  Refinement  of  compliance  procedures  to 
provide  a  more  streamlined  process,  yet  still 
meet  all  legal  and  guideline  requirements. 

•  Brain.stomiing  educational  session  of  approxi- 
mately nvo  hours  in  conjunction  with  Tourism 
Advi.sory  Council  quarterly  meetings. 


Superhost  Program 

In  the  long  tenn.  Travel  Montana's  success  will 
be  judged  not  only  by  the  number  of  guests 
who  visit  the  state,  but  also  by  the  quality  of 
their  stays  and  the  number  of  times  they  return. 
Montana  has  an  outstanding  repuuition  for 
friendly  people,  and  is  fortunate  to  have  a  com- 
prehensive customer  service  training  program 
in  place. 

The  Superhost  program  is  designed  to  create  an 
awareness  and  understanding  of  Montana's 
travel  industry  and  to  enliance  the  level  of 
customer  service  provided  by  the  industry. 
Ultimately,  the  program  strives  to  encourage  the 
state's  visitors  to  stay  longer,  tell  their  friends 
about  positive  experiences,  and  to  return  to  the 
state  time  after  time.  The  Superhost  program 
stands  ready  to  lead  the  way  in  educating 
Montana  communities  and  businesses  abc^ut  the 
importance  and  economic  impact  of  Montana's 
tourism  industry. 

Superhost  seminars  are  three  to  four  hours  in 
length,  and  cover  a  wide  selection  of  travel  and 
customer  service  topics.  They  are  designed  to 
develop  a  commitment  to  qualitv'  service  and 
to  broaden  each  participant's  knowledge  of 
Montana's  tourism  industry.  All  Superhost 
seminars  contain  a  common  core  of  information, 
but  were  developed  to  be  flexible  in  order  to 
meet  the  needs  of  individual  businesses  and 
communities.  The  seminars  are  designed  to 
involve  participants  in  an  interactive  learning 
experience  as  oppcxsed  to  a  lecture  type 
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■  atmosphere.  As  a  result,  each  seminar  is  slightly 
different  depending  on  the  facilitator's  style,  the 
background  and  experiences  of  participants  and 
the  needs  of  the  business/organization. 

Contracted  Trainers 

Travel  Montana  contractus  with  12  professional 
trainers  who  conduct  customer  service  work- 
shops throughout  Montana.  These  trainers  lielp 
to  make  cost-effective  customer  service  training 
readily  available  in  every  community  in  Mon- 
tana, regardless  of  size.  The  trainers  are  respon- 
sible for  marketing  the  program  to  communities 
and  businesses  witiiin  their  designated  regions. 

Superhost  Communities 

Montana  currently  has  32  certified  Superhost 
communities.  In  order  to  become  a  Superhost 
community,  local  groups  or  organizations  must 
develop  and  initiate  a  plan  to  provide  ongoing 
customer  service  training,  provide  staffing  for  a 
local  visitor  center  and  develop  tourism 
materials  that  list  events,  attractions  and  visitor 
services  available  in  the  area. 

Superhost  Businesses 

In  order  to  become  a  "Superhcjst  Business"  a 
majority  of  a  business'  current  staff  needs  to 
have  participated  in  a  Superhost  workshop 
within  the  previous  24  months.  Certified  busi- 
nesses receive  a  Superhost  window/door  sign 
and  infomiation  highlighting  the  importance  of 
the  Superhost  program  is  included  in  at  least 
one  Travel  Montana  publication. 

Visitor  Information  Resources 

The  Superhost  Quick  Reference  Guide  wi\\  be 
updated  to  reflect  changes  since  its  first  printing 
in  January  1991.  This  guide  was  developed  for 
employees  and  volunteers  who  are  frequently 
asked  for  Montana  travel  infomiation.  Other 
resources  will  be  developed  in  printed  or 
computer  format  to  improve  visitor  infomiation. 


Instate  Industry  Awareness 

Increasing  instate  awareness  of  the  value  and 
impact  of  the  travel  industry  is  a  priority  for 
Travel  Montana.  Listed  below  are  dao  of  the 
efforts  aimed  at  building  industry  awareness, 
disseminating  news,  marketing  tips,  issues  and 
trends  and  providing  information  that  strength- 
ens industry  businesses. 

Montana  Travel  Update 

This  newsletter  is  published  four  times  annually 
by  Travel  Montana,  and  includes  participation 
by  the  Institute  for  Tourism  and  Recreation 
Research.  Regular  features  include  industry 
issues,  outlooks  and  events,  results  of  research, 
success  stories  and  updates  on  various  Travel 
Montana  efforts. 

Governor's  Conference 
on  Tourism  &  Recreation 

Tlie  focus  and  purpose  of  the  annual 
Governor's  Conference  on  Tourism  and  Recre- 
ation is  to  provide  members  of  Montana's  travel 
industiy  with  marketing  tips,  research  results 
and  hands-on  workshops,  as  well  as  encourage 
networking  between  industry  members  and 
appropriate  public-sector  agencies. 

The  annual  travel  conference  is  a  self-sustaining 
project,  supported  by  registration  fees  of 
attendees  and  numerous  sponsors.  Following 
each  conference,  attendees  have  the  opportu- 
nity to  return  an  evaluation  fomi.  Information 
gathered  from  tliis  form  is  incorporated  into 
future  planning  to  accommodate  the  needs  and 
interests  of  attendees. 

The  Holiday  Inn  Billings  Plaza  \\  ill  hv  the  site  of 
tlie  1994  conference  on  April  11  and  12. 
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As  Montana  conthiites  to  deivlop  and  market  its  loiirisni  and 
recn'atiun  potential,  coordination  ofeJJoHs  irithin  the  Montana  tonhsni 
indiistn'  becomes  increasingly  important.  The  main  emphasis  of  this  area 
is  to  coordinate  and  facilitate  c(>o/)eraliiv  toiirism-tvlated  efforts  Ix'tuven 
federal  and  state  agencies  and  phiate-sector  inteiv'sts.  Ihis  trill  /x'  achietvd 
in  accordance  with  the  Montana  tourism  industry's  Five-Year  Strategic 
Plan  and  Traivl Montana's  convsponding  Fiiv-Year Marketing  Plan. 
Folloiring  the  direction  highlighted  in  the  Fit  e-Vear  Strategic  Plan.  Travel 
Montana  ivill  enhance  its  community  outreach  ejforts.  The  tuK)  main  areas 
off(Kiis  ifill  he  rural  tourism  assessment  and  detvlopment  and  tourism- 
related  education.  Both  of  these  programs  will  he  closely  coordinated  with 
various  other  state  and  federal  agencies  and  the  Montana  University 
Extension  Program. 


Tourism 
Development 
and  Education 


Interagency  Coordination 

Hxtensi\e  c(X)perali\e  panncrsliips  will  he 
further  cultivated  among  appropriate  state  and 
federal  agencies  through  the  newly  formed 
Montana  Tourism  &  Recreation  Initiative 
(MTRl).  Participating  state  agencies  include  the 
departments  of  Commerce;  Transportation;  Fish, 
Wildlife  &  Parks;  Montana  Historical  Society  and 
University  Extension  Service.  Federal  partici- 
pants include  the  National  Park  Service,  Bureau 
of  Land  Management,  Fish  and  Wildlife  Service 
and  the  USDA  Forest  Ser\ice.  Travel  Montana 
v\  ill  schedule  and  facilitate  meetings.  Specific 
project  coordination  will  be  shared  among 
MTRI  members: 

•  Establishment  of  interactive  travel  infomiation 
computer  kiosks. 

•  Development  of  interagency  computer 
mapping. 

•  Coordination  of  printed  promotional 
literature. 

•  Facilitation  of  community  tourism  assessment 
and  development. 

Additionally,  Travel  Montana  will  work  closely 
with  state  and  federal  agencies  and  private- 
sector  interests  on  such  issues  as  the  develop- 
ment of  programs  to  enhance  Scenic  Byways 
and  Watchable  Wildlife.  Initial  review  and 
planning  will  be  conducted  to  assess  the 
feasibility  of  de\eloping  a  statewide  Lewis  & 
Clark  Trail  corridor. 


Visitor  Information  Centers 

Travel  MonUin;i  u  ill  continue  its  efforts  to 
develop  a  statewide  system  of  visitor  information 
centers  by  offering  support  to  new  and  existing 
community-based  centers.  Three  of  the  seven 
designated  sites  as  identified  for  the  1991  Legisla- 
ture came  on-line  in  FY  93:  Culbertson,  Hardin 
and  Dillon.  The  four  remaining  designated  sites 
are  in  various  stages  of  development  and  will 
come  on-line  in  FY  94,  or  as  soon  thereafter  as 
each  community  is  prepared.  Tliese  remaining 
sites  are: 

•  Shelby 

•  Wibaux 

•  West  Yellowstone 

•  1-90  West  (St.  Regis) 

Travel  Montana  will  offer  ongoing  technical  and 
resource  assistance  to  the  many  otlier  commu- 
nity-based infomiation  centers  located  through- 
out the  state.  Where  possible  this  will  include 
the  interfacing  and  sharing  of  a  new  comprehen- 
sive computer  travel  data  base. 

Indian  Tourism  Working  Group 

Travel  Montana  will  cf)ntinue  to  work  closely 
with  Montana's  American  Indians  on  issues  of 
tourism  planning,  marketing  and  promotion 
through  the  Indian  Tourism  Working  Group 
(ITWG).  Tourism  planning  and  appropriate 
tourism  de\elopment  for  Montana  Indian  reser- 
vations will  be  tlie  focus  of  a  technical  training 
workshop  to  be  co-sponsored  by  the  ITWG  and 
Travel  Montana.  A  fall  1993  date  has  been 
chosen  for  this  workshop.  Group  meetings  will 
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■  be  lield  in  January  and  in  the  summer  of  1994 
to  continue  to  explore  areas  of  tourism  concern 
and  opportunity. 

Funding  Procurement 

Travel  Montana  will  explore  opportunities 
available  to  secure  "non-traditional"  funding 
sources  to  compliment  the  existing  accommoda- 
tions tax  revenues.  Funding  alternatives  such  as 
federal  grants,  corporate  grants  and  sponsor- 
ships and  private  foundations  will  be  research- 
ed and  appropriate  applications  submitted. 

Rural  Tourism  Assessment 
&  Development 

To  assist  the  many  mral  communities  of 
Montana  considering  tourism  as  an  economic 
stimulus,  Travel  Montana  will  coordinate  the 
implementation  of  a  tourism  assessment  and 
development  program.  This  program  will  draw 
on  the  technical  expertise  of  numerous  other 
public-sector  agencies,  as  well  as  private-sector 
consultants.  This  program  is  designed  to  be 
primarily  "self-administering."  With  overall 
direction  given  by  Travel  Montana,  participating 
communities  will  commit  to  investing  the 
manpower  and  time  necessary  to  complete  the 
various  program  steps.  In  FY  94  (the  program's 
first  year)  it  is  anticipated  that  up  to  three 
communities  will  be  selected  for  inclusion  in 
the  program. 

The  core  of  the  new  program  is  a  process 
which  has  t:)een  developed  and  tested  in  Teton 
County,  Montana.  Included  in  this  comprehen- 
sive process  is  the  building  of  a  community 
profile  to  include:  lifestyle,  attitudes  toward 
tourism,  economic  staicture,  existing  asset 
inventory  and  long-range  community  vision. 
Having  identified  and  prioritized  potential 
tourism  projects  acceptable  to  the  commimity, 
review  studies  will  be  administered  to  gauge  a 
project's  social,  economic  and  environmental 
impacts,  both  positive  and  negative.  Community 
leadership,  project  development  and  marketing 
and  follow-up  are  all  components  of  the 
program. 


Education 

In  close  coordination  with  the  Montana 
University  Extension  Prc^gram,  Travel  Montana 
will  provide  expanded  education  opportunities 
for  the  private  sector  of  the  Montana  travel 
industry.  Travel  Montana  will  continue  to  offer 
technical  expertise  in  such  areas  as  customer 
service  training,  tourism  publicity,  as  well  as 
overseas  group  travel  and  consumer  marketing. 
The  University  Extension  Program,  drawing  on 
its  national  pool  of  qualified  instructors,  will 
provide  specific  tourism  training  such  as  feasi- 
bility analysis  for  potential  facilities,  financing, 
business  planning  and  campground  operator 
short  courses.  The  extension  program's  exten- 
sive community  network  will  facilitate  the 
delivery  of  this  expanded  education  program. 
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Traivl  .\fo)itana  promotes  the  state  cis  a  film  kKOtion  for fecitiin'  films. 
commercUils.  lelerision.  dociimenlcihcs.  music  rkleos  unci  still  photogra- 
phy, and proiides  information,  scouting  and  support  seivices  to  the 
motion  pictuiv  industiy — including  pnxluceiy.  diivclors.  location 
managers  and  studio  execuliies. 


Film  Industry 

Promotion 

and 

Services 


Advertising  &  Marketing 

Specific  promotional  projects  are  undertaken  by 
Travel  Montana  to  build  and  sustain  the  pro- 
duction community "s  awareness  of  the  state  as 
a  prime  filming  location. 

Trade  Magazine  Advertising 

Montana  ads  will  be  featured  in  several  trade 
publications  such  as  .AFCI  Locations.  Location 
ipdate iind  Daily  Vatiety. 

Photo  Essay  Brochure 

This  four-color  brochure  is  distributed  as  an 
addendum  to  the  Montana  Production  Guide.  It 
is  also  used  for  separate  distribution  at  trade 
shows  and  as  a  direct  mail  piece. 

Promotional  Poster 

One  jxjster  will  be  produced  to  continue  the 
current  series  on  dramatic  Montana  locations. 
It  will  be  distributed  at  trade  shows  and  as  a 
limited  direct  mail  piece. 

Calendars 

A  targeted  mailing  of  Montana  calendars 
featuring  Montana  locations  will  be  sent  to 
selected  producers,  directors,  studio  executives 
and  location  managers.  These  calendars  will 
provide  a  monthly  reminder  of  the  state  as 
a  location. 


Montana  Production  Guide 

The  Mo)ita}ia  I'nxluctioti  Guide  is  distributed  to 
key  decision  makers  w  ithin  tiie  motion  picture 
industry.   It  is  an  all-encompassing  reference  for 
shooting  a  production  in  Montana.   The  150- 
page  guide  details  the  follow  ing  information: 
production  services  and  crews;  contacts  for 
federal,  state,  and  city  agencies;  weather  data; 
aircraft  charter;  and  major  towns  and  cities, 
along  with  photos  of  Montana  locations. 
Approximately  2,000  guides  are  produced  every 
18  months. 

Trade  Shows  &  Film  Festivals 

Being  represented  at  major  industn  trade 
shows  and  film  festivals  in  the  United  States  and 
abroad  allows  Montana  the  opportunity  to 
increase  awareness  and  knowledge  of  the  state 
as  a  film  location  on  a  one-to-one  basis. 

Sundance  Film  Festival 

A  natic:)nally  recognized  film  festival  held  in 
Park  City,  Utah,  where  directors,  producers  and 
studio  executives  meet  and  conduct  workshops 
and  screen  new  independent  feature  films 
and  documentaries  (January  1994). 

Los  Angeles  Location  Expo 

A  major  annual  motion  picture  trade  show 
attracting  up  to  6,000  major  decision  makers  in 
both  U.S.  and  foreign  markets.  This  show  is  co- 
sponsored  by  the  American  Film  Market  and  the 
Association  of  Film  Commissioners  International 
(.Marcli  1994). 
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Evaluation  Mechanisms 

Travel  Montana  tracks  location  inquiries  and 
requests  as  a  measurement  c^f  the  level  of 
interest  in  the  state.  The  true  measure  of 
success,  however,  is  the  increasing  amount  of 
revenue  generated  in  Montana  through  motion 
picture  and  commercial  projects.   Production 
company  expenditures  are  calculated  from  data 
collected  by  the  film  office  from  personal 
interviews  and  a  maUed  questionnaire  sent  at 
the  completion  of  the  project.  These  figures  are 
then  presented  in  aggregate  on  an  annual  basis. 
Additionally,  there  are  long-tenn  results  - 
building  the  image  of  Montana  as  both  a  viable 
location  and  tourist  destination  -  which  are 
difficult  to  quantify,  but  provide  a  return  in  the 
future. 
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Trawl Monlcina  n'giilarly  sci'ks  iiiivln-nwnl  in  coopcniliiv  markcling 
pmgrcum.  both  icith  other  suites  ami  pnninces  ami  with  phrate-sectur 
organizations/businesses.  Such  efforts  enhance  the  appeal  of  Montana's 
vacation pirxliicl  and stivtch  marketing/umlsfor  'Iraivl  Montana  anil 
its  co-op  pan  ners.  Folloiring  is  a  brief  oivrview  of  some  existing  len- 
tures. 


Cooperative 
Marketing 


Private  Sector  Co-ops 

Travel  Montana  undertakes  several  efforts  open 
to  participation  from  tourism  organizations/ 
businesses.  Programs  include  a  downhill  ski  co- 
op with  participation  in  television  and  Winter 
Guide  ad\ertising.  ad\ertising  in  \arious  trade 
and  consumer  publications,  placement  of 
"advertorial"  in  magazines  targeting  group  tour 
operators  and  organization  of  journalist  familiar- 
ization trips  in  cooperation  with  Montana's  six 
tourism  regions. 

Old  West  Trail  Association 

Travel  Montana  is  a  long-time  partner  in  the 
Trail,  along  witli  the  states  of  WycMiiing,  North 
Dakota,  South  Dakota  and  Nebraska.  The 
organization  is  dedicated  to  increasing  tourism 
and  tourism  revenue  in  the  five-state  region 
through  combined  publicity  efforts.  As  a  result, 
Montana  receives  high-quality  regional  and 
national  exposure. 

Montana/Wyoming  National 
Parks  Co-op 

This  long-time  advertising  partnership  includes 
the  states  of  Montana  and  Wyoming,  TW 
Recreational  Services  and  the  Grand  Teton 
Lodge  Company  Cconcessionaires  at 
Yellowstone  and  Grand  Teton  national  parks, 
respeaively).  The  co-ops  annual  spring  maga- 
zine campaign  feaairing  Glacier,  Yellowstone 
and  Grand  Teton  national  parks  is  one  of  the 
most  effective  inquiiy-generators  of  all  Travel 
Montana's  programs. 


Trail  of  the  Great  Bear 

Travel  Montana  \\  ill  continue  to  support  the 
marketing  and  promotion  to  this  international 
scenic  corridor  linking  Banff  National  Park  in 
Canada  to  Yellow.stone  National  Park  in  the 
United  States.  In  addition  to  including  the  Trail 
of  the  Great  Bear  in  the  overall  consumer 
marketing  and  group  travel  programs.  Travel 
Montana  will  be  a  member  of  both  the  Trail  of 
the  Great  Bear  Societ^"'s  .\dvisor^'  Board  and 
Marketing  Committee. 


Travel  Montana  •  Department  of  Commerce    29 


en 

Q- 

aj 

to 

E 

5- 

hj 

^ 

§  _ 

1 

i  5 

CO 

-^  CO 

is 

8 

i  1 

1^1 

a. 

§ 

o 

5 

c  is 
S  § 

O      CJ      c= 

to 

E    S     w 

CO 

E   ™ 

■=) 

■<  S 

•      •      • 

• 

• 

e^ 

-^ 

ri. 

O 

1 
1 

1               "s 

ill     -1 

^    '^    -o           -o  "^ 

1    £    § 
^  V  5 
-■i  ^  s 

03       ^       „ 

S     o     S 

1  .is 
|S  -g  §> 

1 

C       QJ       ™    S       TO     TO 

<t    Q    -55     H 

s   s   i   i  „ 

£    =    1-     Q-.= 
O     O      o.   O    K 

E     E     g    1   g> 

g^     5    S  £    S  ,2 

o     o —     —    en 

s   g  2 

£1     c:     ■«'    o     V    gi 
O     CO     C/3    3     CO    OC 

i   ;g,S 

•     •     •           • 

•     •     •     • 

•          • 

(D 

£ 

■g 

ra 

CO                             Q 

_  s 

^ 

5            s 

s- 

<u               5 

^ 

■S   §  -S   s  # 

3       =3 

1 

,i  f  1  ^  1 

lull 

^  1  ^  .^  « 

i2     g    -Q    Lx-    iS 

5 
s 

f  ^ 

::d 

^ 

O      —    CO 

g 
2 

O 

E 

f  is 

§ 

o^  o  c^  ^  o6  :2 

Ll_ 

• 

s 

•       • 

• 

en 

.c 

03 

B 

Ki 

" 

lA 

a« 

§      i 

1 

1 

CD 

if? 

en 

5 

i   s 

^ 

1 

o 

=3 
O 

O 

Is 

Ec3 

13 
o 

<5  s 

"c6 

^M 

<: 

CD      -^      ^ 

C3            ■ — ' 

CT>  C\I 

1 
1 

s 

i 

s  s  s 

iS-8 
§111 

as     ^     Q      J5 

1       1 

<D               1 — 

^  ^^    E 

1  Pt  5 
1  |r-| 

E 
O 

C3 

II 

ji  J- 

CO 

1 
1 

"35 

s 
E 

E    ^    S     3   S" 

.1  S.'i  g 

to 

5  -5? 

S    o 

c 

E 

CO 

It  <£  £  ^i 

fS     <r^S     .5 

o 

3s 

^  s 

O 

u_ 

• 

•         •         •         • 

•        •                • 

• 

• 

• 

• 

• 

s 

^ 

i£ 

03 

■o 

CO 

2 

JC     o 

o 

1 

CD 

CNJ 

uS 

CNJ 

i2 

o   -^ 

f 

g 

^ 

S3     <;. 

45   o    ?;; 

5 

S 

o 

c 

<? 

S3 

f 

•s  §■ 

f    1 

o    TO  1 

E    "SlS 

o. 

3 

CD 

o    g 

—  t=    — 

o 

^ 

^S  S 

LT    S    o 

o 

5 

5  § 

•           • 

•      • 

• 

• 

• 

•     • 

is 

i 

1 

'to 

« 

si  - 

1 

X3       >— 

i 

I   s 

2 

■<    eg    o) 

1  s^ 

o  o  >^ 

h— 

e   5  ° 

sis 

ir  Ps 

S 

•         • 

•        • 

• 

•-r^ 

c 

as 

ON 

fef 

31 

^  1   o 
rt    u-    P 

o 

1  ^ 

il 

if 
1" 

£ 

v>  -g  .9 

a>    73    on 
«  [!:  .52 

•5  S  s 

;S 

1 

5 

i 

re 

• 

2 
Q 

i 

it 
1  1 

U-     Q- 

•       • 

•Tourism  Advisory  Council  Meeting 
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•Reverse  European  Trade  Mission- 
Montana,  South  Dal(ota,  Wyoming,  Idaho 
(12-19) 

i 

|isf 

1  1  1  3  3 

•    • 

re 

"re 

i 

1 

°  i 
if 

• 

in 

is 

• 

1 

Jp-J 

^    1  -^  §  ^ 

i  e  s  5  ^. 
1  1 1  s  1 

C/D     CO  O  Z   Li_ 

•       • 

o 

E 

• 

i      3_ 

g          °  T 

1      gE 

i     §i 

sill 
if  11 

•—    CQ     CU   GC 

•                • 

is 
if 

li 
Mi 

If 

re    Q. 
Z   CO 

• 

■§ 

o 

• 

i 

^  S   ■=    = 

■o  <=•  "3  ra'  5;  ^ 

■~   1  <^.  ^  ;S  1 

O)     Sfi    re   ^   O    C/5 
a.    -o    =  ^  S    -o 

1 ;  i  3  s  1 

S    1  B  =  g   .^ 

Q.      =)     O     OJ     JP       > 

CO    CO  c_>  2:  U-    ,S 

•     •                      • 

li 

iil 

i  i  ^ 

^7   o   S 

ii| 

g  g  ^  i^ 
°  ^  s  e  3 

E    S   S    5  =• 
£    £    £    32 

•          •          •          • 

C_J 

'E 
o 

1^ 

o    V 
g-  £2, 

UJ       c= 

3  ^ 

•    • 

g. 

s 
g 

II 
11 

• 

ft! 

1 

c                              is 

t.2         -a 

^1  S  ill 

^  ~^-   ■<     o  2   o 

E  "^    ^    ■&  iS 
3    <o    *jy    ^  °    re 

.^    i   J"  J  Q  J    o, 

^    re     CT    o    =    Si    o 
i    o      g'    :5   j=>   £  "O 

^3    to    CO  ^  CO  m 
•           •     • 

5 

Si. 

o    ^ 

1  i 

Ll_      O 

•         • 

E 

CIS 

to 
Cl  :^ 

IS 

'is 
si 

• 

f      ■§ 

^  1 1 

iZ   if   CO 

•     •     • 

as 

1 

1 

s!  ill 

■§      5     S      S    '^    ^     CB 

i    -t  -g    -t  £  "5    a> 

1  ?  "S-  ^  ^  «  .1 
<e  =  &  -s-oE  S 

lil fill 

CO    CO  2    CO  ^  CO  m 

•     •           • 

1    I 

1  1 

i    S 
^    1 

a     i 

.!5  1  °  a 

So  3s 

•       • 

i 

1 

1 

i 

• 

-S        s 

1    s 

.—  , — .  c5 

§;;  F 

t   £     S 

,gS    E 
^  ^     o 

•             • 

<5 

k 

e 
1 

• 

o 

S 

g 

■cr 

• 

1 

liilfli 
H  f  1  s  i  1  -3 

<=>     is     re     S     g     Is     <u 
S     >    h^    O    CO    lZ    S 

ON 
ON 

T— 1 

2  f  i 

c 

■s 
•i  S 

S 

jll 

1 

2 

Planned 
Research 
Projects 


The  overall  purpose  of  the  i'liireiyity  Travel  Research  program,  funded  hy 
the  lodging  tax.  is  to  allow  Montana's  tourism  and  recreation  industry  to 
make  informed  decisions  about  planning,  development,  management, 
marketing  and  economic  impact.  Tlje  Institute  for  Tourism  and  Recre- 
ation Research  at  the  Univeiyity  of  Montana  administer  the  program.  The 
University  Travel  Research  program  is  designed  to  be  relevant,  practical, 
timely  and  responsive  to  the  needs  of  the  industry  as  a  whole.  Listed  Mow 
are  the  research  projects  cuirently  approved  by  the  Coventor's  Tourism 
Advisory  Council  and  funded  by  the  University  Travel  Research  Program. 


Economic  Benefits  of 
Nonresident  Travel  in 
Montana 

The  overall  goal  of  this  study  is  to  update  the 
previous  (1988/89)  comprehensive  study  of 
nonresident  travel  in  Montana.   A  related  goal  is 
to  develop  and  implement  a  process  to  monitor 
economic  impacts  on  a  yearly  basis.  People 
entering  Montana  by  highway  and  air  will  be 
intercepted  and  requested  to  participate  in  the 
saidy  by  completing  a  mail  return  eliary-ques- 
tionnaire.  The  result  will  be  statewide  and 
regional  (tourism  country)  estimates  of  direct, 
indirect  and  induced  effects  (gross  industrial 
output,  labor  income  and  employment)  due  to 
nonresident  travel  spending.  The  project  will 
also  produce  quarterly  visitor  profiles  for  both 
highway  and  air  travelers  that  can  be  used  to 
compare  with 

1988/89  results.   The  project  will  be  conducted 
over  two  fiscal  years.  Sampling  will  begin   in 
January  1994,  and  continue  for  a  year. 

The  Market  for  Montana's 
Watchable  Wildlife 

Over  one-third  of  the  people  visiting  Montana 
for  vacation  and  recreation  purposes  are  here, 
at  lea.st  partly,  because  of  the  attraction  of  its 
outstanding  and  diverse  watchable  vv'ildlife 
population.  However,  little  is  known  about  the 
preferences  of  these  tourists  for  facilities  and 
information  needed  to  enhance  their  visits,  their 
attitudes  toward  wildlife  populations,  expendi- 
ture patterns  or  engagement  in  other  recreation 


activities.  This  study's  goal  is  to  provide  more 
information  to  the  tourism  and  recreation 
industry  about  nonresident  wildlife  watchers  so 
that  we  can  more  effectively  engage  them  in  a 
Montana  visit,  increase  their  level  of  satisfaction 
and  manage  their  interaction  with  wildlife. 

Monitoring  Montanans' 
Attitudes  Toward  Tourism 

The  objective  of  this  project  is  to  assess  on  an 
annua!  iiasis  the  attitudes  Montanans  hold 
toward  tourism.  The  information  developed 
from  this  monitoring  process  will  help  the 
Tourism  Advisory  Council  detemiine  if  signifi- 
cant changes  in  support  for  the  industry  occur 
and  if  appropriate  action  is  needed  to  maintain 
tourism  as  a  viable  component  of  Montana's 
economy. 


32    Travel  Montana  •  Department  of  Commerce 


Totovim  is  one  of  Montana's  most  important  and  fmmiisinii  indiislncs. 
In/act.  traivl  industn  growth  owr  the  last  decade  has  oi(t[xiced  all 
other  natural  resource-based  basic  industries  in  Montana.  From  1988 
to  1992.  the  numlx'r  of  nonresident  tisitors  to  the  state  inctvased  hy 
26  %.from  5.17  million  to  6.5  million  risitors.  In  1992.  those  6.5 
million  visitors  spent  an  estimated  $930  million  in  Montana. 


The 

i    Importance 
=     of  Tourism 


How  the  Nonresident  Travel  Dollar  Is  Spent 


Other  Transportation 

S65  million  -  """•' — i        i — 5^    miHion  -  ^'^J 


Retail  Sales 

S2"9  million 
30% 


Lodging 

$158  million-  17' 


Food  Service 

S261  miilion  -  2S' 


*  Total  gross  expenditures  $930  million 

1992  Figures 

Travel  Expenditures  and  Total  Economic 
Impact  Generated  by  Season 


Winter 

SI  12  million 
Travel  Expenditures 

$248  million      ^  ^^^ 

Total  Impact   r. : :  "\I_ 

FaU 

$205  million 

Travel  Expenditures 

S455  million 

Total  Impact 

1992  Figures 


Spring 

S223  million 

ra\el  Expenditures 

54%  million 

Total  Impact 


Summer 

im  million 

Travel  Expenditures 

$867  million 

Total  Impact 


As  shown  above,  visitor  expendioires  have  impacts  far  broader  than  the  kxlging  industry,  and 
circulate  through  a  broad  cross-section  of  the  Montana  economy.  Total  economic  impact  of  the  travel, 
toitristn  and  recivation  industry  to  Montana  in  1992  (including  indirect  and  induced  effects) 
is  estimated  at  $2.06  billion. 
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In  direct  benefit  to  all  Montana  citizens,  visitors  to 
Montana  pay  many  millions  of  dollars  annually 
into  our  general  and  highway  funds  through 
various  Montana  taxes.  Nonresident  travel  expen- 
ditures in  the  state  also  sustained  an  estimated 
32,000  jobs  in  Montana  in  1992  which  were 
directly  or  indirectly  related  to  travel.  In  total, 
these  jobs  accounted  for  $500  million  in  travel 
payroll,  including  an  estimated  $25  million 
contribution  to  the  general  fund  in  the  fonn  of 
income  taxes. 


These  measurements  represent  significant 
growth  since  1988.  Visitor  expenditures  have 
risen  37%,  travel-related  or  dependent  jobs 
increased  by  28%  and  labor  income  from 
tourism  has  grown  by  36%. 

In  addition,  the  filming  of  movies  and  commer- 
cials in  Montana  generated  income  to  Montana 
of  $40  million  from  1988  through  1992,  double 
the  amoimt  generated  during  the  previous  five 
years. 


Nonresident  Visitors  Up  26%        Travel -Dependent  Jobs  Up  28% 
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6.5  million  people  visited  Montaiui  in 
1992.  spending  an  estimated  $930 
million  in  our  state. 
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32,000  jobs  in  Montana  are  directly 
or  indiivctly  related  to  the  travel  trade 
-in  hotels,  restaurants,  gas  stations, 
retail  stores,  and  more. 


Visitor  Expenditures  Up  37% 
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An  estimated  5%  of  visitor  expenditures 
in  Montana  co)ithhule  to  our  general 
and  highway  funds  in  the  fonii  (if 
various  Montana  taxes. 


Travel  Payroll  Up  36% 
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Mo)ilaua  uwkeis  earned  $500 
millio)!  in  1992  from  jobs  related  to 
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In  Ihe  general  fund. 
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Economic  Impact  of  Nonresident  Travel 


Economic  Impact  (1992  estimates) 

Total  Expenditures 
Total  Gross  Output 

Employment  Compensation 

(Traiel-generated scilun  and  inijU'S) 

Employment 


Direct 

Secondary 

Total 

Impact 

Impact 

Impact 

S  930  million 

\i  It  Applical'ilc 

\ot  Applicable 

S  850  million 

s  1.216  billion 

s  2.066  billion 

S  227  million 

S    300  million 

^    527  million 

18,200  jobs 

14,700  jobs 

32,900  jobs 

Number  of  Nonresident  Visitors  (1992) 

Traveler  Type 

Highway 
Aiq)ort 

Traveler  Groups 

2,320,000 
269.000 

Number  of  Travelers 

5.984.000 
539.000 

Total 

2,589,000 

6,523,000 

Travel  Activity  Change 

(Annual  Percent  Change) 


^ 


NATIONAL 


^ 


MONTANA 


National  travel  activity  measured 
in  person-trips,  Montana  activity 
measured  in  nonresident  visits. 
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Key  Industry  Issues 


1  hese  key  issues  are  recognized  by  Travel  Montana 
as  vital  to  tlie  continued  success  of  the  Montana 
tourism  industry. 

•  Increase  visitor  expenditures  in  Montana  an 
average  of  5%  per  year,  with  emphasis  on  raising 
per-visit  expenditures  and  length  of  stay. 

•  Increase  overall  labor  income  (travel  payroll) 
from  the  tourism  and  recreation  industry  an 
average  of  3%-5%  per  year 

•  Increase  instate  expendiaires  generated  from 
motion  picture  and  commercial  productions 
filmed  in  Montana. 

•  Raise  labor  income  (travel  payroll)  derived  from 
the  tourism  industry  during  the  fall,  spring  and 
winter  seasons. 

•  Increase  labor  income  derived  from  the  tourism 
industry  in  less-traveled  areas  of  the  state. 

•  Support  tourism  development  and  growth  which 
enliances  Montana's  natural,  historical  and 
cultural  resources,  and  mitigates  negative  impact. 

•  Foster  cooperation  in  tourism  promotion  and 
development  tlirough  all  sectors  of  the  tourism 
industry. 
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Travel  Montana 
Mission  Statement 


Travel  Montana's  mission  is  to 

strengtlien  Montiina's  economy 

through  the  promotion  of  the  state 

as  a  vacation  destination  and  film  location. 

By  maxiinizing  tlie  combined  talents 

and  abilities  of  its  staff,  and 

witli  guidimce  from  the 

Governor's  Tourism  Advisory  Council, 

Travel  Montana  strives  to  promote 

a  quality  experience  to  visitors 

while  encouraging  preservation  of 

Montana's  environment 

and  quality  of  life. 


^P^    nis  publication  was  printed  on 
^  W    recycled  paper  using  soy-based  ink. 


1.000  copies  of  this  public  document  were  published 
at  an  estimated  cost  of  $2. 13  per  copy. 


Note:  Alternative  accessible  formats  of  this  document  uHll  beproiided  upon  request. 
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